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Hasil riset MARS dalam Indonesian Consumer Profile 2008, 
menunjukkan bahwa selama tahun 2007 tempat favorit untuk berbelanja 
kebutuhan rumah tangga pilihan masyarakat adalah Carrefour untuk 
kategori hypermarket. Keberhasilan Carrefour tersebut diduga tidak lepas 
dari brand equity yang dimiliki. Aaker (1997:24) menjelaskan brand equity 
dapat menguatkan program memikat para konsumen baru atau merangkul 
kembali konsumen lama. Dalam implementasinya, brand equity Carrefour 
dapat dikembangkan melalui komunikasi pemasaran, dimana advertising 
dan price promotion yang diterapkan Carrefour selalu memainkan peran 
penting dalam mengembangkan dimensi brand equity. 
Tujuan penelitian ini, yaitu: (1) Menganalisis pengaruh advertising 
terhadap dimensi brand equity Carrefour, yang terdiri dari brand 
awareness, brand association, perceived quality, dan brand loyalty. (2) 
Menganalisis pengaruh price promotion terhadap dimensi brand equity 
Carrefour, yang terdiri dari brand awareness, brand association, perceived 
quality, dan brand loyalty. Jenis penelitian adalah kausalitas dengan 
hipotesis. Data penelitian menggunakan data primer dengan skala 
pengukuran 7 point scales. Teknik sampling yang digunakan convenience 
purposive sampling. Sampel penelitian sebanyak 150 orang. Teknik analisis 
menggunakan regresi berganda. 
Hasil analisis menunjukkan bahwa: (1) Advertising mempunyai 
pengaruh positif signifikan terhadap brand awareness, brand association, 
perceived quality, dan brand loyalty, sehingga hipotesis pertama  mendapat 
dukungan dalam penelitian ini. (2) Price promotion mempunyai pengaruh 
positif signifikan terhadap brand awareness, brand association, perceived 
quality, dan brand loyalty, sehingga hipotesis kedua mendapat dukungan 
dalam penelitian ini. 
 
 
Kata kunci: Advertising, price promotion, brand equity, brand awareness, 





 Influence of Advertising and Price Promotion to Dimension of Brand 
Equity Carrefour in Surabaya 
 
Result MARS research in Indonesian Consumer Profile 2008, 
indicating that during year 2007 favorite place to go shopping requirement 
of society choice household is Carrefour for the category of hypermarket. 
Successful Carrefour anticipated influenced by brand equity. Aaker 
(1997:24) explaining brand equity can strengthen program captivate new 
customer or huddle up again old customer. In its implementation, brand 
equity of Carrefour can be developed by marketing communications, where 
and advertising of price promotion applied by Carrefour always play 
important role in developing dimension of brand equity. 
Target of this research: (1) Analysis influence of advertising to 
dimension of brand equity of Carrefour, what consist of brand awareness, 
brand association, perceived quality, and brand loyalty. (2) Analysis 
influence of promotion price to dimension of brand equity of Carrefour, 
what consist of brand awareness, brand association, perceived quality, and 
brand loyalty. Research type is causality with hypothesis. Research data is 
primary data with 7 point scales measurement. Sampling technique is 
convenience purposive sampling. Research sample counted 150 peoples. 
Analysis technique use a multiple regression. 
Result of analysis indicate that: (1) Advertising have significance 
positive influence to brand awareness, brand association, perceived quality, 
and brand loyalty, so that first hypothesis get support in this research. (2) 
Price promotion have significance positive influence to brand awareness, 
brand association, perceived quality, and brand loyalty, so that second 
hypothesis getting support in this research. 
 
 
Key words: Advertising, price promotion, brand equity, brand awareness, 
brand association, perceived quality, and brand loyalty. 
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